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但自 20 世纪 80 年代以来，我国对药品广告的研究大多停留在法规探讨和个
案分析上，而涉及药品广告整体情况的大跨度的内容分析几乎空白。在此背景下，
本文以 1985-2004 年《羊城晚报》的 1337 则药品广告为样本，以尽量客观的标




































































Market prospect and large profit in Pharmacy field make the drug advertising 
into the focus of many media. At the same time, the severe legal supervise also makes 
the drug advertising into the real puzzle. These aspects make the originality of drug 
advertising very difficult. Therefore finding the reality of drug advertising will be 
helpful for the professionals to find the existing problems, summarize experience and 
improve the whole progress of drug advertising. 
However, since 1980’s, the research of drug advertising in our country was 
mostly focused on the discussing of statute and the analysis of specific case. The 
content analysis which spans many years and refers to the whole condition of drug 
advertising is also rare. So in this paper, 1337 drug advertisements were chosen from 
Yang Cheng evening newspaper, which spanned from 1985 to 2004, as the samples for 
this research. At the same time more than 20 variables were set up according to some 
objective criteria. Also the collected data was analyzed according to the method of 
content analysis. 
The research result shows, seeing from the main trend, although the absolute 
quantity of newspaper drug advertising decreased, the relative quantity still increased 
if the influence of some special factors was not taken into account. However, the 
research about advertising claim shows that the key claim of newspaper drug 
advertising is very single, which always is focued on the product’s effect and benefit 
during the 20 years. Rational claim is the main mode of claim up to now. Product 
itself is the absolutely important factor in newspaper drug advertising and models are 
used scarcely, but in recent years models who serve as a foil to the product is 
increasing gradually. In these models, everyman and the male increase quickly and it 
have became a trend. There is another trend that the style of text is changing from 
illustrative to argumentation. All of above reveal the importance of product and 
rational claim in drug advertising. The research about advertising expression shows 
that the middling size layout was always used in newspaper drug advertising. On the 















The type of layout that the drug advertisements are put in can show the characteristic 
of drug and catch the audience’s attention well, but the location of the layout was not 
taken full advantage of. Although in recent years it has increased, the proportion of 
multicolor advertising is still small. Black and white advertising will still be the main 
trend in the future. Compared with the advertising of other industry, picture was used 
less in drug advertising, but text is preponderant and the number of words is 
increasing. The title of the newspaper drug advertising is often short and can fit in 
with the principle of attention, especially accompanied with noticeable letterform. The 
key claim of domestic enterprises and foreign capital enterprises are alike, but the 
expression of advertising between them are different. Domestic enterprises prefer big 
layout and more text, seldom using slogan. Comparatively, foreign capital enterprises 
prefer small layout, more pictures and persist in using slogan in their advertisings. 
This paper also put forward some suggestions and point out some 
shortages ,based on this investigation. It can be used as reference to the professionals 
in newspaper drug advertising practice field. It also be beneficial to the future 
research of drug advertising. 
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[2]1980－2000 年世界药品总产值由 790 亿美元增至



















                                                        
①
本研究所指的药品包括处方药（主要是 2002 年以前）与非处方药，但不含保健品；药品广告仅指硬 
广告，不包括以软文广告、分类广告、中缝广告、信息橱窗、百业商情等形式出现的其他广告。 





























    自 1979 年我国复播广告以来，药品广告增长的速度可以“爆炸”二字形容，
其市场繁荣的持久稳定性也让其他行业望尘莫及。“据央视调查咨询中心数据显
示，2000 年仅电视药品广告投放额就达到 144 亿，广告量稳居所有产品统计类
别的第二位，与 1999 年相比，电视药品广告量增长 84 亿，增长率为 138%。”[9]
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1.1.1 DTCA 面面谈 
国外关于 DTCA 的研究非常细化，但归纳起来不外探讨以下这几个问题： 
（1）DTCA 飞速发展的现状及原因 
自 80 年代美国处方药广告的控制法令改变以来，药业就将其市场战略转向
DTCA。[12]过去十年，DTCA 飞速增长，1996 年至 2000 年间，花在此类广告上
的费用上升了 212%，四年间绝对费用增加了 17 亿。[13]在 DTCA 中增长比例
大的是电视广告费用，在主要的消费者杂志中，DTCA 也十分普遍。[12] 
Meredith B Rosenthal 等学者认为 DTCA 飞速发展的原因在于：对 DTCA 法 
规的放宽；社会环境的限制与制药行业竞争的加剧使药业公司寻找新的利益增长
点与生存空间；消费者自我意识的增强。
[14] [15] [16] [13] 
    尽管迅速，但 DTCA 的发展并非一帆风顺，主要受到来自保健护理组织
（Managed care）的阻碍，因为 DTCA 与保健护理组织系统的盈利制度相冲突。 
[12][17] 
（2）关于 DTCA 存在是否合理的抗辩 
虽然美国法律允许 DTCA 存在，但学界及业界对其存在的合理性仍存在激烈 





[16] [18] [19] 
②改变医生陈旧的处方模式和传统的医患关系，促使医生作出 新的对患者
有利的处方选择。




                                                        

























































（3）对 DTCA 观点和问题的深入研究 
观点的争辩揭示了 DTCA 领域存在的问题，因此部分学者用实证分析的方法 
证实这些观点是否成立：如 DTCA 是否具有教育潜能？[26]DTCA 的增加对消费
者是否意味着危险？
[27]DTCA 对消费者行为是否有影响？[28]探讨问题存在状况：
如医师对 DTCA 的态度如何？[29]美国老年消费者对 DTCA 的态度；[30]消费者关
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研究一些更加细化的复杂关系：如消费者背景知识、DTCA 暴露频次和消费者对
DTCA 态度三者之间的关系；[33]DTCA 的花费与药品价格之间的关系等。[34] 
此外，学者也从宏观的方面提出了未来研究方向：消费者对 DTC 处方药广
告的态度；FDA 与制药公司在 DTCA 方面的关系；保健护理组织按人收费模式
与旨在增加看病次数的 DTCA 之间的关系的检测。
[15][22] 
（4）其他国家（美国之外）对 DTCA 的认识 
新西兰是除美国外世界上唯一可在大众媒介上做 DTCA 的国家，新西兰学界 












理组织与 DTCA 的矛盾中寻找未来。[38] 
1.1.3 关于处方药广告的内容分析 





1997 年美国 FDA New guidance①的颁布以及新网络媒体的大发展使 DTCA
找到新的平台。Wendy Macias 和 Liza Stavchansky Lewis 于 2003 年对网络药品
DTCA 进行内容分析，并认为：网络广告的诉求点与报纸广告相似，但包含了更
                                                        
① FDA 为 Food and Drug Administration 缩写，即美国食品与药品监督管理局；New guidance 为新指导方针，
























年后关于药品广告的文章占了 1979～2005 年药品广告研究文献总数的 65％以
上。《中国广告》与《现代广告》是国内广告界创刊时间较早，较有影响力的刊
物，为系统了解对国内对药品广告的学术研究情况，笔者考察了两份刊物自创刊
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